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Since the foundation of the PRC, the jewelry had disappeared from people’s daily 
life for a long time. It is not until the beginning of 90s in last century that the jewelry 
began to attract people’s interest as a result of the development of the economic reform 
and the improvement of people’s living standard. At this time that China’s jewelry 
industry and market began to take shape. Thereafter, the jewelry market experienced a 
stage of rapid development and began to face serious competition. At present, highly 
standardized products, low level competition of price and cheating discount promotion 
have hindered the development of the jewelry market. As a company that created a DIY 
crystal jewelry road, X has been puzzled by these problems too. 
The author introduces the jewelry retail ornament trade in the introduction and 
carries out the question which will be solved in first. And then the STP theory, market 
competition theory, and the market strategy mix theory and so on are being reviewed 
there. The thesis summarizes the macro-environment and the character of Xiamen’s 
jewelry market, and discusses the problems facing the industry. It is the basic of the 
following SWOT analysis.  
Then the author uses the SWOT analysis in order to make the best choice in the 
whole course of the target markets selection. Though the analysis of 4P’s marking mix 
and brand strategy of X company, the author details the marking strategy such as 
product strategy, the price strategy, the place strategy, the promotion strategy and the 
brand strategy here. 
At last, the author summarizes the whole thesis and shares the inspiration of this 
research, and hopes that it will be useful to other jewelry companies. 
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第一章  绪论 
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第三节  本文结构 
为了能更加准确分析 X 公司营销状况并对症下药，本文先在 X 公司宏观环境











SWOT 分析 市场细分与选择 














第二章  市场营销相关理论 
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销 (Target Marketing)三大步骤 (市场细分、市场目标化和市场定位，STP)中的
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